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VOTERS SHOULD EXAMINE LAST-MINUTE
TV ADS WITH CARE, SAYS UD SCHOLAR

DAYTON, Ohio--"Buyer beware" should be the watchword for
voters viewing the last-minute blitz of paid television campalgn
commercials, says a University of Dayton scholar.
"If voters rely upon these ads for information, they run a
risk," adds Kathleen Watters, assistant professor of
communication at UD.
"Candidates and their media advisors have practically
complete control over the content of these ads.
screenlng, no regulation.

There is no

Last-minute campaign advertising is

becoming very prevalent," Watters says.
"The campaigners have set aside money for such last-minute
advertising, and so they spend it.

These last-minute ads are

aimed primarily at the undecided voters, a group which is
becoming an increasingly larger proportion of the electorate ln
most elections.

These undecided voters are becoming very

critical to campaigners."
Watters says the last-minute TV commercials are also used to
solidify voters who have already made their decisions.
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"Such ads can reinforce voter preference but, except for the
undecided group, they can't be expected to change anyone's mind,"
she says.
TV viewers who may be getting tired of being inundated by
these last-minute campaign ads had better get used to them,
Watters advises.
"Political TV commercials are now the major vehicle
candidates used to influence voters," she says.

"It's clear that

the 30-second spot has replaced the whistle-stop speech as a
means of influencing the voter."
-30For media interviews, contact Kathleen Watters at (513) 220-2378.

